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Abstract 
As a result of global and local trends, in France, English has become an asset and almost 90% of the students choose to study 
English as a second language at school. In addition, parents and adults resort to private tutoring to ensure this cultural capital 
(Glasman, 2004). Therefore, English private tutoring enterprises have developed all over the country. If the relationship of a 
French reduction tax program and the expansion of this type of companies have already been studied (Bray, 2009), very little 
attention has been devoted to the role played by these companies’ advertisements. This study will focus on how these enterprises
seem to have taken advantage of French linguistic ideologies about language learning and how it is reflected in their 
advertisements. 
© 2015 The Authors. Published by Elsevier Ltd. 
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1. Introduction 
Research on the new economy has revealed that economic, political and social moves have a powerful influence 
on linguistic trends all over the globe. According to some authors, globalisation has changed the value of actors’ 
linguistic resources, modifying at the same time the linguistic market (Bourdieu, 1982; Heller, 2003). In this 
context, research has shown that on the one hand, multilingual actors have benefited from globalisation as they have 
* Corresponding author. 
E-mail address: noemi_ramila@yahoo.es 
 015 The Authors. Published by Elsevier Ltd. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of Universidad Pablo de Olavide.
177 Noemi Rámila Díaz /  Procedia - Social and Behavioral Sciences  173 ( 2015 )  176 – 180 
access to better jobs (Baker, 2005, p. 255), but on the other hand, some authors warn us about how languages have 
become commodities (Heller, 2003; Heller, 2005). Indeed, the commodification of languages is not a new 
phenomenon, as languages have always had their own economic value. However, the scope of the phenomenon has 
increased in the world as we know today and languages have become a good to trade, an added-value or an asset to 
job-seekers. 
In Europe, English has known an outstanding development over the past twenty years, which has led to changes 
in education not only at the public level but at the private level as well. If English has been a language very much 
studied for a long time (Herreras, 2005, p. 8), today it is not only the most widely taught language in Europe, but 
also the language perceived as the most useful (Eurobarometer 386, 2012). More specifically, in France, even if 
today foreign languages are studied as a compulsory subject at school, many students, children and adults alike look 
for an alternative way of learning English. This alternative way of studying languages would include following 
private tuition courses, and consequently language private tuition companies have developed all over the country. In 
this study, some advertisement campaigns of a well-known company offering English courses will be taken as 
examples of commercial advertising behaviour in France. Indeed, as English is now considered an asset for children 
and adults, these companies use in their campaigns the fears and aspirations of parents and workers to their 
advantage. 
2. Linguistic policies in France 
The French system is considered by some authors as representative of monolingual, mainstream education 
countries where even if a second language is studied as a subject, bilingualism is almost never accomplished (Baker, 
2006, pp. 223-224). As far as linguistic policies are concerned, France is a monolingual country, as established in 
the second article of the French constitution of 4 October 1958: La langue de la République est le français (The 
language of the Republic shall be French) (art. 2, French Constitution).  
In addition, France is one of the rare countries where the national and official language is protected by law: the 
Toubon law, of 14 August 1994 relating to the use of the French language. The Toubon law is a powerful instrument 
because it mandates the use of the French language in many contexts, as for example in official government 
publications, advertisements, in workplaces, in commercial contracts, or in all government-financed schools. 
Therefore, the language of education is French and no other language can be used at schools in most parts of France, 
with the exception of some regions where indigenous or minority languages are allowed at school.  
In contrast to this protectionism, English is becoming a widely spoken, taught and used language in France (see, 
for example, Herreras, 2005, Truchot, 2008). Indeed, little by little English is entering the national education system 
or even the concours (entrance examinations). As an example, in 2010, the French Conseil d’État has confirmed that 
English would be the only valid language to enter to the Ecole nationale de la magistrature, a prestigious law school 
(http://actu.dalloz-etudiant.fr, 31 July 2010). In addition, some senators in February 2013 (www.senat.fr) have 
signed a ‘proposition of law relative to the attractiveness of French universities’ (Proposition de loi relative à 
l'attractivité universitaire de la France) in favor not only of the teaching in other languages than French at school, 
but also of the completion of theses in other languages at university level.  
3. Private tuition in France 
Private tuition has been developing very fast for the last twenty years in France. As shown by Bray (2009), one of 
the reasons for the extraordinary success of private tuition enterprises lays on a tax reduction program. This program 
was created in 1991 by the French government to fight against casual labor, which is illegal in France. Today it is 
called Chèque Emploi Service Universel (CESU) (Universal employment cheques), thanks to the Boorlo law. In fact, 
these employment cheques made it possible for private individuals to employ someone on a personal service basis. 
One of the consequences of this system is that all incomes have to be declared by the employer and the employee, 
regardless the informality of the employment.  
Some examples of personal services are cleaning, babysitting, gardening, helping elderly people, and they 
include private lessons at home as well. As a result, many enterprises offering private lessons take advantage of this 
system (Bray, 2009, p. 97). According to Melot (2007, p. 104, cited in Bray, 2009, p. 72), as a consequence of the 
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tax reduction program, the sector was “exploding” in 2007: in 2006, it registered its sixth consecutive year of growth 
above 15 per cent. 
Regarding learners of English at a private tuition level, a distinction should be made between adults and children, 
as their goals are different. In his 2007 report, Melot shows that over 75% of Parisian high school students attended 
private lessons, although he does not specify the subjects studied (Melot, 2007, p. 105, cited in Bray, 2009, p. 72). In 
addition, Pech (2008, cited by Bray, 2009, p. 67) shows that in 2008 over one million students took private tuition 
courses in France. Finally, Glasman & Collonges (1994, cited in Glasman, 2004, p. 54) show that high school 
students take private lessons mainly on Physics or languages, as they have to prepare the general exam 
Baccalaureate at the end of compulsory education. If we connect the fact that English is, on the one hand, the most 
studied language at high school (Halimi, 2012, p. 20), and, on the other hand, that languages are the third more 
demanded subject after Maths or Physics (Glasman & Collonges, 1994, cited in Glasman, 2004, p. 54), the rapid 
expansion of language private tuition companies is not surprising. 
As far as adults are concerned, they are compelled to study English because it is regarded as important for their 
professional development. In France, according to the French factsheets of 2012 (Eurobarometer 386, 2012), 61% of 
the subjects answered that one advantage of learning an additional language would to be able to use it at work. 
As regards adult education in France, a law has been issued to ensure a long-life learning program for employees, 
the Droit Individuel à la Formation (individual training right) (DIF, http://travail-emploi.gouv.fr). According to this 
program, all workers have the right to an amount of hours of continuing vocational training. Although all kinds of 
courses are proposed to employees, following a survey carried out by Demos Group (Demos Group, 2009, p. 7), 
60% of the employees request language courses in order to use their individual training right.  
4. Advertisements and Private Tuition 
Advertisement campaigns are a very powerful tool that reflects society. This study is focused on private tutoring 
and how private tutoring enterprises use the fears of students, parents and adults alike, in order to impel them to take 
private tuition. In order to illuminate this concept, several advertisement campaigns by a renowned company would 
serve as examples. However, only campaigns directed to adults will be presented here, leaving the campaigns with 
children as targets to be analyzed elsewhere. 
Two basic sentences regarding French people’s acquisition of English are at the base of the campaigns, these 
sentences being: 1) “les Français sont nuls en anglais” (French people are bad at English) and 2) “les Français sont 
des cancres en langues” (French people are dunces at languages). These two phrases summarize a long lasting 
language ideology. Suffice is to google them to see that many articles have been written on the subject throughout 
the years. As already mentioned, these two phrases were the base for a campaign by one of the most famous 
companies offering English lessons in France. 
The company launched the first campaign in 2010 and continued to build upon the same idea throughout the 
years, with the addition of new components every year. In fact, the objective of the campaigns is twofold: in the first 
place, they present English as a difficulty, in order to present their product later on (c’est-à-dire, English lessons), as 
a solution for the problem. In what follows, I describe and summarize three campaigns developed by the company 
over the years: 1) the first one describes English as a problem and plays with the word “language” with the meaning 
of language/tongue; 2) in the second, the company shows the English language as an asset to get a job or as a means 
to earn more money; 3) finally, they present English as an extra weapon to build confidence in, for example, a job 
interview. 
In 2010, the company launched their first campaign based on the ideology already described. In the first place, it 
took the form of a one-minute commercial advertisement, which was backed up with images taken from the video 
displayed in public places. The video depicts what looks and sounds like an English man looking to confirm the idea 
that “les Français sont vraiment nuls en anglais” by asking passers-by, and armed with a microphone. However, 
soon he meets a young woman who answers him negatively by saying “no, I speak English”. After answering, she 
sticks out her tongue, colored as the Union Flag. In the commercial, the company is playing with the concept of 
“language” as a standard language, identified as a national symbol by the flag; and “language” identified with 
tongue, a part of the body, bringing together ideas of collectivity and individuality.  
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In the following campaigns of 2011 and 2012, English was described not only in terms of a language/tongue, as 
the tongue disguised as the Union Flag would continue to be present throughout the years, but also, as an asset to get 
a better job or even to earn a better salary. In one of the images, an umbrella with the colors of the Union Flag stands 
out of a crowd of grey umbrellas. In the same advertisement, the sentence that can be read is “En 2011, soyez 
remarquable, Speak English” (In 2011, be noticed! Speak English). In 2012, the chosen image is still a young man 
sticking out his tongue and the message is the following: “Combien gagne- il de plus depuis qu’il parle anglais?” 
(How much more does he earn after learning English?).  
Finally, in the campaign launched in 2013, English is depicted as a weapon. Indeed, the sentence “L’anglais: ton 
arme en plus” (English: your extra weapon), would be impersonated by an entire army throughout three images. In 
the first, it accompanies a young woman at a job interview. In another image, the very same army surrounds and 
protects a young man at the checking point at an airport in what looks like a business travel. And finally, in the third 
image, a bunch of soldiers are travelling with a young businesswoman in a more than crowded taxi.  
All in all, as can be seen in the previous sentences and images, English is regarded as a good to trade by 
enterprises that offer language lessons, commodifying languages on the one hand, and forcing clients to see it in that 
way too, on the other. Through these campaigns, the ideologies of French people regarding English language and 
language learning are taken to the advantage of the company, making the learning of a language as well as the 
language itself a way of obtaining a job or making more money. 
5. Conclusions 
In Europe, and more particularly in France, as a result of the spread of English, children and adults look for 
English tutoring lessons as way to cope with learning/working requirements. This increasing interest in English has 
led to the development of enterprises offering language private tutoring lessons. As was argued in this study, some 
of these companies reflect negative language ideologies in their campaigns, presenting French people as bad learners. 
In addition, they take advantage of the fact that these same negative ideologies generate fear on parents and workers, 
impelling them to take English lessons. In order to illustrate this hypothesis, three advertisement campaigns by an 
English language private tutoring enterprise have been analyzed.  
The analyses show that, throughout these campaigns, English is represented by images that link the knowing of 
this language to success. According to these campaigns, not only do people who can speak English earn more 
money, but they also have the possibility of getting a better job. In addition, the solution for the supposed learning 
disability of French people is to take English lessons in this company.  
The results are that, through these campaigns, English is presented as a good to trade and also as a condition sine 
qua non for French people to have a good job. Moreover, English is finally a means to control consumers driven by 
the fear of not knowing the language. By the commodification of the English language (Heller, 2003, 2005) through 
these campaigns, this particular English private tutoring enterprise is taking a step further to draw consumers’ 
attention. However, by manipulating negative language ideologies in French society they are not only recreating 
their fears but also reproducing them (Bourdieu, 1982). 
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